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A Study on the Factors of the Environment-friendly Agricultural
Product Consumption on the Favorability,
Purchase Intention, and Recommendation Intention

Lee, Cheol-Han + Hwang, Jae-Hyun

The environment-friendly agricultural product market receives consumers’ great
interests despite relatively few studies focused on consumers’ decision making pro-
cess of the environment-friendly agricultural products. This paper examines what
factors influence on consumers’ attitude and buying behavior on the environment-
friendly agricultural product. In order to find the relative importance of each
factor’s influence, this study adopts multiple regression method based on the
survey results of 500 people with the systematic random sampling. The results
showed that consumers’ favorable attitude towards the environment-friendly agri-
cultural product were influenced by taste, freshness, food safety, and positive
attitudes toward the environment-friendly agricultural product promotion. In addi-
tion, consumers’ purchase intention was influenced by taste, food safety, environ-
mental concern, and the promotion. Respondents recommend the environment-
friendly agricultural product when they believe that the environment-friendly
agricultural product had the values of taste, environmental concern, and promotion.
Women are more active in buying and recommending the environment-friendly
agricultural product; however, the price was not the statistically meaning factor.
This study provides empirical data that was used for marketing and increasing the
sales of the environment-friendly agricultural product. Future research was advised
to examine more thoroughly on the relationships between the promotion efforts and
purchase intention and the occasions when the price becomes the issue in the
buying decision of the environment-friendly agricultural product.
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Table 1. Demographic information of survey respondents

Category Classification Frequency Per cent Number
Male 248 49.6%
Sex 500
Female 252 50.4%
Twenties 84 16.8%
Thirties 110 22.0%
Age Fourties 117 23.4% 500
Fifties 90 18.0%
Sixties and over 99 19.8%
Middle school 50 10.0%
High school 249 49.8%
Education 500
Undergraduate 195 39.0%
Graduate 6 1.2%
Less than 990 thousand won 7 1.4%
1000-1990 30 6.0%
2000-3990 81 16.2%
Income 4000-4990 177 35.4%
(Thousand won) 5000-5990 135 27.0% 0
6000-6990 56 11.2%
7000-7990 13 2.6%
8000 And Over 1 0.2%
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Table 2. Factors explaining environment-friendly agricultural product favorability

>~ | O | = |en| || — | =)
alvo || a|=| O | | 0| ®n S
% ||l |e|x|S|I5|=| S
|||l x| 0| 0| ]| o
S| | = |SD|n|wv| | — o)
“l= | ||| T —
[ N — o~
<
]
Sl o|w|o|l O] | 0
S| = | A |len| =| O = |0 )
SslSle|l=|=la|=|l=a|2| =
=
75]
e
e
Sloo|lalv|nc| —~|vV|w| o —
PO |l |O |V || ©| x| O Ne)
sl el el e|< <
=
n
S|l || || ||| I 0
D= =|wvw|O| =|2| = | ® o
ool IR I I I i I I B I At ~
g
2
=]
8 g
= S
2 el &
. AEE
-
g 3|83
= — | ' =
= S| L&
2 z 2| 5=
[5) «n nm eem
] | 2|8 mmu
= O ol o & = =
— s | = o | ©
g = = 3
9|l < | =]l -] ol .B B=E1
ol B| 2| & ol 5| F .=
XCSCUO.I =
0| o= | S| = ol 'BE| | € &
1723 IC= I I < < R [ e/ Y~ (<3 [ I 62 IS

490, p=.000

599, R*=315, F=19.490, df

R=

)

o
AL

Table 29l 2|3}

P

>

_.AO

2 YEhyth 7t

A



A eabe el g 4=, Fojos, FH R FEFE 7AE 29 A7 181

oo HlsiA X&7F satEo] B s

A u o Yt wrha 47
AT A, Tel3 84

rr
pad
N
N
i
o

|

e
g
v
rlr
juind
rlo
)
r 0
o
off
o
i
K-y

S A7)=H 7] gt 455 A
Hate=d JoA BAFORE fojnst AE A2 EIHTE 53] 714 8l oA X
7 FAHEL] 7HE o] AT SHS ABIAES A FAE tiEA FgFHo=z <l
218 7hsAdel JAeH, B dAFdMe SUEE SHEAY AsA7e 98-S kA &
< Ao E YEy
Ao g SUEE FSA7)7] AdiAe JEs4Ee] AHE dee &
Kol tisiA SHAE W&ol tslA olsista 53T A5l /M = Asds
o g AT EZ AR Aoy A5 BAIGle] X8 FAHES] gho] Fa1 413}
o QA o] EoE Mol 3 A JgFS e Aoz YElT o33 Axtes I8 F
A2 RS FAF)7] YA E G 2H|AE Ao g u AlAE kR 58 A
Z3hes TR AFHS FR8 = Flo] vEA S ov|sin

Table 3. Factors explaining purchase intention of environment-friendly agricultural product

Independent variables Beta Std. error Std. beta t p
Sex 229 .063 150 3.606 .000
Income .040 .027 .064 1.500 134
Taste .197 .054 177 3.683 .000
Freshness .021 .056 .019 383 702
Nutrition .048 .061 .043 793 428
Food safety 159 .058 137 2.767 .006
Price .038 .040 .041 963 336
Environmental concern 188 .052 158 3.609 .000
Eﬁ)ﬁi‘;‘:ﬁgﬁfé’fly agricultural 475 059 378 8.035 000

R=.599, R*=359, F=30.453, df=490, p=.000
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Table 4. Factors explaining of environment-friendly agricultural product recommendation
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